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The experience of the coronavirus pandemic has taught us nothing we didn’t 

already know. 

The shift towards more flexible working, software as a service, the cloud, the blend of 

local and global, values led business: these are all trends some suggest have arisen 

out of the 2020 crisis, but in reality, had been shaping the industry for some time.

The experience of the coronavirus pandemic 
has taught us nothing we didn’t already know

What is different is that the crisis has thrown these existing trends into sharp relief. 

Suddenly we have to pay attention to them – all at once, and with a sense of jeopardy.

This urgency has led many companies to express their determination to ‘build back 

better’ – to seize this opportunity to make themselves more resilient and better 

prepared to face whatever sudden, unpredicted and disruptive changes might next 

gatecrash the future. When there has been such an opportunity for reflection, it 

seems remiss not to grasp it to drive change.

When there has been such an opportunity 
for reflection, it seems remiss not to grasp 
it to drive change

The DPP has found itself in numerous conversations with a wide range of different 

member companies about what this change should look like. What are the 

characteristics of a truly forward facing media company? This is the question that 

led us to formulate Design for Tomorrow – a strand of insight that seeks specifically to 

support companies as the world moves on from the coronavirus pandemic.

INTRODUCTION
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What are the characteristics of a truly 
forward facing media company?

Design for Tomorrow will cover all aspects of the media supply chain – from the 

creation of content right through to its distribution.

This first report, however, sets the scene. It establishes the high level key design 

principles that set the framework for the rest of the work. 

The DPP would like to give special thanks to SDVI, Sony and Zixi, who made this Key 

Design Principles analysis possible, and who have worked closely with us in shaping 

this output.
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	3 New paradigms are required if companies are to consider themselves better 

prepared for future uncertainties

	3 Media businesses, which have an especially intimate relationship with 

consumers, need to think differently about how they plan for the sudden 

and the unexpected

	3 These key design principles provide a framework to help companies as they 

design their operation for this world of constant and rapid change

	3 The principles are informed by the core purposes of protection, response 

and growth

PRINCIPLE 1:  SAFE

There is a business culture that makes employees, customers and stakeholders feel 

safe. This culture isn’t cautious or unadventurous: it is proactive and adaptable.

PRINCIPLE 2:  AVAILABLE

Teams have access to the systems, assets, and people they need, wherever they are. 

PRINCIPLE 3: FLEXIBLE

The business is able to respond rapidly to changing conditions and opportunities. 

It has operational agility. 

PRINCIPLE 4: INFORMED

An intelligent business is led by data. Data enables it to understand itself and to 

understand others.

PRINCIPLE 5: RELEVANT

The best defence against unexpected events, and the best preparation for dynamic 

new trends, is to be at ease with the context in which you operate. 

EXECUTIVE SUMMARY
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The key design principles that inform how a media company shapes itself for the 

future should, logically, apply to any company, of any type, and any size. They should 

apply as well to a production company as a technology vendor as a broadcaster. 

Indeed, by extension, they should apply to most companies of any kind at all – 

whether in the media industry or any other sector. 

The key design principles that inform how a 
media company shapes itself for the future 
should apply to almost any company

For this reason, the design principles presented in this document are intentionally 

high level and expressed in general terms. In subsequent reports we will examine in 

more detail how they apply to different aspects of the media supply chain, and to 

different aspects of how the industry does business.

This work was shaped by the ideas 
and insights of a wide range of media 
industry executives

The DPP began this design principle analysis by exploring some of the wider thinking 

both around crises in general and post-COVID business design specifically. Some of 

the findings from this research are presented here; they also helped to inform our first 

formulation of these key design principles.

In undertaking this work we carried out several workshops to test and iterate our 

thinking. These were undertaken with invited executives from a wide range of media 

industry companies; from our expert sponsors: SDVI, Sony and Zixi; and from our 

wider group of Design for Tomorrow sponsors, BT, Masstech, Object Matrix, SDI 

Media and Wildmoka. 

APPROACH
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All the contributors to the research, to whom we are hugely grateful, are listed below. 

It is the experience and observations of these people that have shaped the ideas and 

insight presented here.

It must be stressed, however, that while our design principles have been informed 

by our discussions with these experts, not everyone necessarily shares all the views 

presented here.
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The biggest and most sudden threat to business has long been considered to be a 

crisis precipitated by a specific event, such as a natural disaster, a civil emergency or 

a terrorist attack. Numerous studies in recent years have concluded that, in general, 

companies are insufficiently prepared for such crises, whether because of insufficient 

planning, failure to test existing plans, or uncertainty around information and 

communication (PwC, Noggin, Deloitte).

But when looking back at established advice on how to prepare and plan for 

events such as these – with the benefit of all that has occurred in 2020 – such 

recommendations now look oddly mechanical. 

What we most need to be  
prepared for is the unknown 

In the wake of the coronavirus pandemic, major consultancies are, naturally, already 

offering help with the creation of ‘crisis response’ plans. One well respected source 

suggests that the first stage of any crisis management plan should be to “identify all 

possible types of crises” – an action that now seems rather contrary to the sense that 

what we most need to be prepared for is the unknown.

New paradigms are required if companies 
are to consider themselves better prepared 
for future uncertainties

It would be irresponsible to suggest that classic, established business continuity 

plans and approaches have been made redundant, at a stroke, by what has taken 

place this year. But it does feel as if new paradigms are required if companies are to 

consider themselves better prepared for future uncertainties.

Out of crisis, into uncertainty
CONTEXT

https://www.pwc.com/gx/en/ceo-agenda/pulse/crisis.html
https://www.noggin.io/blog/why-companies-arent-prepared-for-crisis
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/risk/us-aers-global-cm-survey-report.pdf
https://www.pwc.com/gx/en/issues/crisis-solutions.html
https://blog.hubspot.com/service/crisis-management
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The end of the world as we know it

Let’s begin with the end – the very end. 

With extraordinary prescience, in early March 2020, the highly regarded moral 

philosopher Toby Ord published The Precipice: Existential Risk and the Future of Humanity. 

This book assesses the full range of threats to the future of human civilisation, along 

with ones that, while falling short of extinction, would send us into major global crisis.

Central to Ord’s analysis is the observation made by Arnold Toynbee, back in 1963, that

The human race’s prospects of survival were considerably better when 

we were defenceless against tigers than they are today, when we have 

become defenceless against ourselves.

Ord calculates that the possibility of an existential catastophe within the next 100 

years, has, at any given point in most of human history, been around 1 in 10,000. 

He puts it now at just one in six. The reason for this startling shortening of the odds 

is that while the possibility of a natural catastrophe caused by an asteroid, comet, 

gamma ray burst or super volcanic winter has not increased over time, the possibility 

of catastrophe caused directly by humans themselves has. Ord cites, for example, 

a future nuclear war and nuclear winter; runaway climate change; pandemics 

(including pandemics ‘engineered’ by bad actors); biowarfare; and, perhaps most 

terrifying of all, ‘unaligned AI’ – artificial general intelligence (AGI) that has not been 

aligned to established human value systems.

The probability of a catastrophic event 
leading to human extinction has recently 
been put at one in six

There is no business continuity, crisis management or future facing design plan that 

will prepare any company for these kinds of calamities. But Ord’s analysis is useful 

to a more prosaic endeavour such as ours for two reasons. First, it reminds us of the 

sheer scope, scale and range of major global disruption that could occur.  
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And secondly, it invites us to consider the impact of any of the lesser versions of 

these existential threats – the meteorite rather than the asteroid; bioterrorism rather 

than biowar; a state sponsored bot attack rather than unaligned AGI.

The study of existential risks reminds us of 
the sheer scope, scale and range of major 
global disruption that could occur

Disruptive risks

These kinds of threats would now be categorised as ‘disruptive risks’ – less predictable 

and more complex events than the fires, floods, power cuts, terrorist bombs, security 

breaches and personnel crises that have been the historic mainstay of crisis planning.

In recent years there has been growing recognition of disruptive risks. Indeed, a poll 

in March 2018 of public and private company directors from the National Association 

of Corporate Directors in the US found that more than 60% of respondents felt 

disruptive risks were “much more important” to business than five years previously. 

But fewer than 20% felt very confident in their management’s ability to address 

them. PwC has already begun to refer to “when crisis becomes the new normal.”

The definition of crisis is evolving, to find 
new ways to institutionalise preparation 
for a greater range of possible challenges

What we are seeing here is a natural attempt to evolve the definition of crisis, and to 

find new ways to institutionalise preparation for a greater range of possible challenges.

It is our contention, however, that businesses – and particularly media businesses, 

which have an especially intimate relationship with consumers now that media has 

become a utility – require a paradigm shift in how they plan for the sudden and the 

unexpected. And this is where the broader themes of the year 2020 are helpful.

https://www.nacdonline.org/about/press_detail.cfm?ItemNumber=61494
https://www.pwc.com/gx/en/issues/crisis-solutions.html
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Media businesses, which have an especially 
intimate relationship with consumers, 
require a paradigm shift in how they plan for 
the sudden and the unexpected

When events become conditions

What seemed unique about the coronavirus pandemic was that it could not be 

regarded as an event; it was more a condition. Companies were suddenly required to 

operate remotely for months on end, with no certainty when or whether they would 

ever return to pre-existing modes of operation.

While it’s true that there has been nothing quite like it before, the pandemic – and 

the new environments it created – carried echoes of other, very different and varied, 

moments over the last 20 years. 

While there has been nothing before 
quite like the impact of the coronavirus 
pandemic, it did carry echoes of other, very 
different and varied, moments over the 
last 20 years

It brought to mind the World Trade Centre attack of 11 September 2001, which, 

overnight, heightened alertness to terrorism the world over and changed the travel 

experience for ever. It triggered discussion of the global financial crash of 2008, 

which changed the world economy and the context for business, at a stroke. It caused 

some to recall the April 2010 eruption of the Eyjafjallajökull volcano in Iceland, which 

halted air travel, and left people stranded for several days, or even weeks: a first, and 

much briefer, taste of enforced remote working.



13KEY DESIGN PRINCIPLES

And then of course it evoked memories of the SARS and Ebola epidemics, that began 

in 2002 and 2013, respectively, and caused widespread anxiety.

Do terms such as crisis, disaster or disruption 
quite capture what a highly diverse, but 
profound, set of historical developments 
over the last two decades has really meant 
for how we need to do business?

But now consider global events during 2020 itself. Many are of the view that the 

climate emergency had reached the point of requiring a dramatic and rapid change 

to human behaviours even before such changes were involuntarily prompted by 

COVID-19. The combination of Brexit and trade tensions such as those between the 

US and China, had created economic and regulatory uncertainty. And then every 

organisation was given reason urgently to reflect upon its attitudes to race and 

inclusion: the Black Lives Matter movement, which began in 2013, was amplified by 

the killing of George Floyd by the Minneapolis police in May 2020. 

Do terms such as crisis, disaster or disruption quite capture what this highly diverse, but 

profound, set of historical developments really mean for how we need to do business?

The new change paradigm

As if that question is not big enough, now consider what we have typically referred 

to as consumer trends: the explosion of mobile consumer technology; the rise of 

video on demand; personalisation; the use of voice assistants; the growth of gaming. 

The sheer speed at which these trends have gained scale over the last decade has 

outpaced the capacity of many companies to adapt.

For some media organisations it must have felt as if these developments in consumer 

trends were something more akin to a natural disaster – an existential threat to their 

capability to do business, rather than an exciting new opportunity.
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For some media organisations it must have 
felt as if rapid developments in consumer 
trends were also akin to a natural disaster

The challenges posed by the evolutions of behaviours around new consumer 

technology, invite media organisations to focus not on responding to each new 

development in turn, but to consider instead their overall preparedness to respond to 

new consumer demands. 

The new preparedness paradigm

Which brings us to the philosophy behind this Design for Tomorrow project. Risks, 

challenges, disruptions and, of course, opportunities for businesses can now appear 

as if from nowhere. They may start huge, and gradually dissipate; they may start 

small and grow exponentially. They may seem like a physical threat – such as a 

virus – but soon challenge social and political norms. In the case of coronavirus this 

meant fundamental changes in where people work and how they interact. They 

might begin as a cultural upheaval, such as climate emergency protests or the Black 

Lives Matter movement, but soon require the re-engineering of operations. In the 

first of these instances, companies have needed to comply their supply chain to be 

environmentally sustainable; in the second they have needed to rapidly re-comply 

content inventory. 

Being prepared for change requires a 
preparedness to be a change agent

The only certainty about the business environment of tomorrow is uncertainty. But 

that doesn’t mean that businesses need to be ready for whatever happens to them. 

Most of the evolving conditions that now need to be considered – whether brought by 

a natural disaster, a rapid new consumer trend, or social upheaval – require a business 

to have a response and a position. Being prepared for change requires a preparedness 

to be a change agent. This document is, in effect, a checklist for such preparedness.
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KEY DESIGN PRINCIPLES

Our key design principles provide a framework to help companies as they design their 

operation for this world of constant and rapid change.

Those principles are informed by the following core purposes of protection, response 

and growth.

PROTECT

A company and its people need to be protected at all times, from both known and 

unknown risks. The balance between protection and growth may shift from moment 

to moment, as conditions change. The ability to transition at an appropriate speed 

between those two states comes from being designed to be responsive.

RESPOND

A modern business needs to be highly flexible and adaptable. These characteristics 

come from being able to respond to change and uncertainty, and to make good 

judgements about the balance between challenge and opportunity. Those 

judgements may be the difference between success and failure.

GROW

What it means to grow a business can vary hugely between different moments, and 

across different organisations. Growth may refer to revenues and profitability; it may 

refer to competitiveness; it may refer to reputation. Or it may refer to the maturity 

and longevity of the organisation, achieved by a greater understanding of itself, its 

environment and its customers.

The purpose
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KEY DESIGN PRINCIPLE 1

Safe

CHARACTERISTICS

There is a business culture that makes employees, customers 

and stakeholders feel safe. This culture isn’t cautious or 

unadventurous; it is proactive and adaptable. 

	3 The wellbeing of people

	3 Business viability

	3 The security of systems

	3 The security and privacy of data

	3 Adaptable people

	3 Communication and expectation
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WHAT THEY MEAN

	3 The wellbeing of people

Every business continuity plan begins with making sure that people are safe and 

accounted for. But safety as an overall design principle means far more than the 

measures to be found in a business continuity plan. It means ensuring a company has 

a business culture which demonstrates an awareness of the wellbeing of staff in all 

respects, and over time. 

This will require an empathetic style of leadership that appreciates how particular 

conditions may feel for particular groups within the workforce. It ensures open 

dialogue, transparent decision making, and inclusiveness.

	3 Business viability

The single most important characteristic required for a company to remain safe is 

agility around basic business factors – such as revenues, costs and access to cash. 

The most fundamental aspects of protection are the ability to control expenditure by 

limiting costs; to have the relationships and insight that provide an understanding of 

revenues; and, if necessary, to have access to any sources of financial assistance.

The areas of business activity that are impacted by seismic change may not be 

easily predictable: certain revenue generating activities may suddenly cease while 

others take off. Costs in certain areas may need suddenly to be curtailed – or to 

be increased. This requirement for balance sheet flexibility will inform all areas of 

contracting and financial planning.

	3 Security of systems

It may be instinctive to assume that security of systems should always be absolute 

and total. However, high levels of security can impede the very agility required to 

respond to change. 

It is more important to have a rich understanding of risks. From this will come an 

understanding of the appropriate security required for different functions within 

different parts of the operation at different times.
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It may also be necessary to accept lower levels of security in certain, defining 

moments. This, however, may build up some security ‘debt’ that will need to be 

addressed soon afterwards.

	3 Security and privacy of data

Clearly the collection and use of data must be legal and conform to regulatory 

frameworks. 

But customers and employees now expect more than this. If they are to feel safe 

working with and for you, there is a requirement for transparency around the use of 

their data. Its use must be appropriate, proportionate and non-intrusive. There must 

be an ability to explain how and why it is being used. 

A business should be able to communicate both to itself and its customers how and 

why data has been gathered, for what purpose, and for what benefits.

	3 Adaptable people

Companies that have selected, in their recruitment, for adaptability in key roles will be 

better placed to protect themselves in moments of challenge. It would be easy to say 

that companies require workforces that are highly adaptable. But, in reality, companies 

also need to recruit for diversity of skills and styles: not everyone thrives on the need 

to respond quickly to change. It’s therefore important to identify the specific roles in 

which adaptability, can-do attitudes and inventiveness are a prerequisite.

Similarly, decision making structures need to be able to operate effectively at times 

when teams may be dispersed or depleted. This requires devolution of authority, and 

a culture of trust.

	3 Communication and expectation

Communication that is frequent, clear, honest, personal and empathetic will actually 

make it easier to convey difficult messages during challenging times. 
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A company needs the ability to assess and communicate key trends that may be about 

to impact the business and its people. In large organisations with global reach, this 

may be made easier by access to information and experiences from different parts of 

the international enterprise. For smaller organisations, it requires leaders to be highly 

informed about prevailing trends – both within the media sector and more widely – 

and to be able to interpret them in ways that are meaningful and relevant to staff.

By communicating well about prevailing conditions, it becomes easier to set 

expectations regarding performance and productivity.
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KEY DESIGN PRINCIPLE 2

Available

CHARACTERISTICS

Teams have access to the systems, assets and people they 

need, wherever they are.

	3 People and technology are abstracted

	3 Connectivity is reliable

	3 Automation is deployed where possible

	3 Infrastructure has a high level of availability and resilience

	3 Supply chains are resilient

	3 There are no single points of failure
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WHAT THEY MEAN

	3 People and technology are abstracted

At the simplest level this means that people and technology are not in – or do 

not need to be in – the same place. Often this would mean the use of multi-cloud 

environments, with high levels of virtualisation: people can access and operate 

creative tools and operational technology from anywhere.

This capability of course requires those people to have suitable connectivity. 

In some circumstances it may not be possible for technology to be location 

independent. But in those instances, it will still be important for people to be able to 

gain access to it, and to operate it, remotely.

	3 Connectivity is reliable

The requirement for abstraction means that people will need access to high quality, 

reliable connectivity. 

For many organisations this may represent a major challenge to their historic 

operating model. In certain circumstances, employees will need to work remotely 

for sustained periods of time. Those employees may not have access to high speed 

connectivity in their home environment – nor the appropriate space in which to work 

remotely, online for long periods of time. Companies will need to consider the most 

effective and cost efficient means of meeting this challenge. 

Meanwhile, at the level of wider business reliance, companies will need to ensure 

they have connectivity with the sufficient degree of resilience, latency, speed and 

capacity – and from a sufficient range of locations – to enable them to deliver their 

business, both during periods of disruption and of high demand.

	3 Automation is deployed where possible

In periods of disruption, key business functions should be able to continue with 

minimal human intervention. The business should, wherever possible, run itself, and 

performance should be monitored by exception.
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The same requirement exists during business as normal, however, since this enables 

human resources to be deployed where they add the greatest value. 

	3 Infrastructure has a high level of availability and resilience

Availability and resilience should no longer mean multiple levels of redundancy. It is 

more important – and affordable – to consider prioritisation of functions and services, 

and the ability to reassign infrastructure. Where infrastructure is software defined, 

this is likely to be the default arrangement. 

It is equally important within an organisation that workflows are accessible to a 

distributed workforce. There needs to be good governance around knowledge sharing 

to ensure that tasks and workflow management can be transitioned to different 

teams in different locations.

	3 Supply chains are resilient

The ability to continue to operate and deliver may be compromised by the failures 

of other companies in the supply chain. This requires an understanding of key 

dependencies, and relationships of partnership and cooperation in moments of crisis.

	3 No single points of failure

The notion of single points of failure applies to systems and processes; but it also 

refers to people. 

Furthermore, the notion doesn’t only refer to moments of crisis: it would be 

unwise, for example, for a customer to build a relationship with a supplier that has 

dependency on a single key talent. When it comes to technology, the protection may 

be in redundancy or alternative routing. When it comes to people, the protection may 

be in multiskilled teams, succession planning and diversity of supply.
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KEY DESIGN PRINCIPLE 3

Flexible

CHARACTERISTICS

The business is able to respond rapidly to changing conditions 

and opportunities. This is the principle of operational agility 

that is at the heart of a future facing design model. 

	3 There is a modular approach to human and technical resources

	3 Working practices are flexible

	3 Working spaces are flexible

	3 Supply chain components can be swapped in and out

	3 There is a flexible approach to costing and billing

	3 Governance is lightweight

	3 Product lines can be brought to or retired from the market quickly
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WHAT THEY MEAN

	3 There is a modular approach to the use of human  

and technical resources

It is tempting to say simply that a business should be able to scale up and down. In 

practice, scaling up tends to be much easier than scaling down. For scalability and 

substitutability to be genuinely achievable, a number of preconditions are required. 

Technical resources need to be demand led, which almost certainly means they will 

be available as a service. There needs to be a determination to achieve simplicity, 

which means standardisation of tools and processes. Components, capabilities and 

commercials should be all loosely coupled. APIs need to be discoverable and reusable.

This modularity means there should be an ability to redeploy people and teams 

around the world, in a way that means they can work on different processes and 

tasks in order to deliver to different customers. This will in turn require a commonality 

of tools, processes and ways of working, as well as good connectivity and availability. 

	3 Working practices are flexible

Some media businesses – notably production companies – are able to scale their 

human resources up and down because they operate in a freelance, project based 

business model. This is a very effective way of achieving scalability and modularity 

(although it brings insecurity to the freelance work force).

But it is not a way of working that is either feasible or desirable for most other 

companies. In most instances workforce flexibility is best achieved through flexible 

work policies and high levels of staff engagement. 

Modern workforces increasingly expect a flexible approach to work, with a focus on 

outputs rather than on time and location. Flexible working will help to attract and 

maintain talent, and increase engagement.

Highly engaged teams, who are familiar with working in different locations and 

modes, are the most likely to be adaptable and effective during moments of change.
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	3 Working spaces are flexible

The most effective way of controlling real estate costs – and the associated costs of 

servicing that real estate and the people within it – comes from a flexible approach to 

work spaces. If teams are to spend much of their time working away from the office, 

then office space can be minimised – but it must be fit for purpose for the different 

staff that use it at different times. This means it needs to be flexible and adaptable. 

	3 Supply chain components can be swapped in and out

Supply chain dependency creates single points of failure. In practice it may be a major 

process to change a key supplier; indeed, the partnership relationships required to 

help ensure resilience and availability, may make it more difficult to decouple from 

the relationship at short notice. 

But in this instance, it is important to consider both the diversity of key suppliers, 

and diversity of tools and services used by those key suppliers. Once again, tools 

and services offered through a consumption based model – probably in the form of 

software – are the most likely to be available in a form that can easily be switched on 

and off. This becomes an important means of managing both costs and availability.

	3 There is a flexible approach to costing and billing

In moments of rapid change or disruption it may be necessary to price or pay for 

products and services differently. The ability to do this will depend on the nature 

of commercial contracts. But it will also depend upon the creative thinking of the 

company: where would a change in the revenue model, or the cost model, give a 

company greater resilience, or generate new opportunities?

	3 Governance is lightweight

Many companies find themselves in a position where they can describe the 

challenges and opportunities they face, but they struggle to respond to them. 

One reason for this can simply be that their governance processes are too slow, 

cumbersome, or divorced from a day to day understanding of the business 

environment in which the company operates.
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It is difficult to balance the benefits of lightweight governance, which devolves trust 

and decision making, with the principle of being safe and resilient. But If the balance 

can be achieved, a business will be better placed to be responsive.

	3 Product lines can be brought to or retired from the market quickly

Rapid decision making, and modular resources, will help a company to bring new 

products to market quickly, and thereby to seize new opportunities. 

But they are also an important enabler for the opposite – the ability to stop doing 

things. A company that is well designed for tomorrow will seek to be at its optimal 

size and shape. The ability to switch activities off can be as important to that purpose 

as switching them on.
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KEY DESIGN PRINCIPLE 4

Informed

CHARACTERISTICS

An intelligent business is led by data. Data enables it to 

understand itself by understanding its performance, costs, 

revenue, efficiency and wastefulness. Data also enables it to 

understand others: its customers, consumers and competitors. 

	3 Decision making that is evidence based

	3 Data that is independent from platform and vendor, and is unified

	3 Identification of KPIs and the prioritisation of data against them

	3 Leveraging of AI to understand, manage and predict the business

	3 The identification and reduction of waste

	3 The alignment of costs to business value
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WHAT THEY MEAN

	3 Decision making is evidence based

It can be a major cultural challenge for a business to attempt to ensure its key 

decisions have evidence to support them. After all, many decisions are made from 

habits, assumptions and instincts. And indeed, not every decision can be reduced 

to hard data. But many either can be entirely data based, or require data as a 

component in the overall decision making process. 

The determination to identify the data required to make informed decisions can itself 

be a process of business transformation. 

	3 Data that is independent from platform and vendor,  

and is unified 

It is important to avoid data lock-in. The data measurements a company achieves 

should be isolated from the tools it buys or the vendors it works with. It needs to 

be independent, and not reliant upon any particular platform or vendor, if it is to be 

reusable and durable. 

Data also needs to be expressed in a standard format so that it is easily normalised 

and made useful. Some refer to this as data unification: data always being in a form 

where, whatever happens over time, that data is consistent, and correlates into a 

story. That is the way to ensure it remains actionable.

	3 Identification of KPIs and the prioritisation of data  

against them

Organisations famously collect more data than they know what to do with. But if a 

business understands its core purpose, it will be able to identify Key Performance 

Indicators (KPIs), against which to measure the achievement of that purpose. The 

collection of data should be prioritised against those KPIs.
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	3 The leveraging of AI to understand, manage and predict  

the business

Key to that data led decision making should be the use of AI to expose trends and 

information that cannot otherwise be identified by humans. This can be the most 

valuable data of all – the information that exposes inefficiencies, unseen trends, or 

new business opportunities.

	3 The identification and reduction of waste 

Costs, performance measurement, and performance monitoring that are data led will 

contribute greatly to the identification of inefficiencies and wasteful processes. The 

minimisation of waste is a core principle in effective supply chain management.

	3 The alignment of costs to business value

Once costs have become transparent and waste has been minimised, it becomes 

possible to make informed decisions about how costs should align to business value.

In short, this is a means of ensuring that the business is not allocating 

disproportionate costs to areas that do not drive revenue or reputation. These 

relationships may be dynamic. In other words, in certain circumstances, marginal 

areas of activity may suddenly increase in value, and core areas may decline. But in 

those circumstances, where costs have been proportionate, they will either now drive 

higher margin that will compensate for lost revenue elsewhere; or additional costs 

can be allocated to increase new value further.
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KEY DESIGN PRINCIPLE 5

Relevant

CHARACTERISTICS

The best defence against unexpected events, and the best 

preparation for dynamic new trends, is to understand the 

context in which you operate. If a company has a familiarity with 

its market and its customers which is authentic and enduring, 

it is more likely to be successful in adapting to change and in 

identifying the areas in which it can thrive. 

	3 A customer centric culture

	3 Values aligned to customers, and delivered against

	3 A culture of diversity and inclusion

	3 A culture of innovation

	3 An environmentally sustainable operation and supply chain

	3 A commitment to partnership
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WHAT THEY MEAN

	3 A customer centric culture

A company focused on relevance will ensure that it gains and maintains a rich 

knowledge of market trends, and the customers that shape those trends. By doing 

so it will better understand its position within the market; this in turn makes it 

better able to become distinctive, with a clearly identifiable proposition that meets 

customer needs.

That company then needs to ensure its culture remains focused on the needs of 

those customers – whether in a business to business or business to consumer 

context. This means it is necessary to leverage market intelligence in order to predict 

how those needs might evolve and change. 

All the other principles outlined above will operate in service of the commitment to 

deliver to those evolving needs.

	3 Values aligned to customers, and delivered against

A company that is not aligned with the values of its customers will lack authenticity 

and is unlikely to be successful in the products or services it creates.

Customers now expect such alignment and will hold a company or brand 

accountable. This can become complex in moments of disruptive change: what is 

the appropriate expression of brand values in conditions where it is impossible to 

deliver to historic values (the most obvious example being when constraints make it 

impossible for premium brands to maintain their normal quality standards)?

Alignment therefore requires transparency, and pro-active communication, especially 

at key moments of change, to provide evidence to support value re-alignment in 

changing circumstances.
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	3 A culture of diversity and inclusion

Companies now carry ethical and regulatory obligations to create a culture that is 

diverse and inclusive. 

But such cultures should be seen as a critical success factor rather than an obligation. 

There is overwhelming evidence that companies that are genuinely representative of 

wider society, and who are delighted by difference, are more creative and effective. 

They are also more likely to have high staff engagement, and to find, retain, and 

benefit from talent.

	3 A culture of innovation

Cultures of diversity and inclusion are likely also to be cultures of innovation; and 

certainly, cultures of innovation need diversity and inclusion. 

In addition, innovation cultures will provide training, development, mentoring and 

growth opportunities for staff.

In moments of transformational change or disruption, innovation led cultures are 

likely to prove more responsive and adaptable. These are the cultures that will move 

most quickly from protecting the business to seeing opportunities for growth.

	3 An environmentally sustainable operation and supply chain

Not many of the potential existential threats that sit in the hands of humankind 

can be directly addressed by media companies themselves – but the risk of 

environmental catastrophe can. Quite apart from the ethical obligation to achieve a 

sustainable operation, there are strong business incentives too. A tipping point has 

now been reached where environmental sustainability correlates with lower costs, 

particularly through reduction in waste. 

It is already becoming difficult for a company to align with customer values if it 

cannot demonstrate a commitment to achieving sustainability both in its own 

operations and its supply chain.
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	3 A commitment to partnership

The most successful companies are the ones that recognise their own strengths, and 

focus on those, while turning to partners to support them in other areas. The ability 

to be a good partner requires many of the other attributes described here. But equally 

it is difficult to imagine how a company would design for tomorrow without the 

support that comes from great partnerships. When the winds of change reach gale 

force, it’s best not to try to stand alone.
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This document has provided five key principles through which to consider how any 

media company or organisation is designed.

They have been generated and refined through discussion with a wide range of 

experts from all areas of the media industry, and from companies of very different 

sizes and shapes. They apply equally to suppliers and end users. They apply both 

to the creative and technical parts of the supply chain. And they apply both to 

companies focused on growth and those focused on public service.

The intention is to encourage thinking about how to ensure the right blend of 

flexibility, elasticity and stability to ensure that any media company is ready for 

uncertainty of all kinds – whether it be terrifying, exciting, or simply mystifying.

In subsequent strands of work within the Design for Tomorrow project we will 

explore in more detail how these principles should be applied to different parts 

of the supply chain, and what they mean for different companies, with different 

specialisms and priorities.

What will emerge will be a set of practical guidance. Of course, there can never 

be a manual for success. But it is hoped that the discussion, reflection and debate 

generated by this process, will be of real value as media companies prepare for the 

next unknown. 

CONCLUSION
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